
Digital transformation and 

the future of customer service

In the digital age, one of the major challenges facing 
all companies is managing customer relationships. 
Customer service is no longer an isolated department 
within large organisations, receiving phone calls from 
customers as and when there’s an issue to be dealt 
with. 

Traditional customer service departments, with their IVR telephone systems, requesting that customers ‘press 
one for billing and payments’ simply don’t cut it in the digital world. Customer now expect the brands they 
love to not only have a more personal relationship with them, but to reach out to them, proactively, in the way 
they’re most comfortable with and via the channels they are already using. This is even more important when 
you consider that the channels they are already using are increasingly where purchase decisions are made. 
According to a Global Consumer Insights Survey from PwC, social networks are now the online media most used 
for purchase inspiration, ahead of individual retailer websites and independent price comparison websites.

Social 
networks

37% 34% 32%

21% 20%
16% 14% 12% 11% 11%

6%

Individual 
retailer 

websites

Price 
comparison 

websites

Multi 
brand 

websites

Visual 
social 

networks

Travel 
review 

websites

"Deal of 
the day" 
websites

Emails from 
brands / 
retailers

Mobile apps Blogs Digital 
press & 

magazines

"What media do you regularly use to find inspiration for your purchases?" (Select up to 3)

Customer service now spans omni-channels, 
enabling businesses and brands to engage with their 
customers in real-time, via social media, email, SMS, 
live chat and in-app chat features.
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Online Media Used for Purchase Inspiration

Based on a survey of 22,000 consumers in 27 territories around the world | Source: marketingcharts.com

The new role of customer service
Customer service is no longer just about solving issues, but about identifying, and even anticipating the 
customer’s needs, and being available to them wherever they live their digital lives, whether that is Facebook, 
Instagram, WhatsApp or their preferred messenger service. Businesses that care about customer relationships 
don’t wait for customers to come to them, they make themselves omnipresent and digitally available to their 
customers at all times. Customer expectations in the digital world have gone far beyond where they were 
previously, and customer engagement strategies need to keep up. 

https://www.pwc.com/gx/en/retail-consumer/assets/consumer-trust-global-consumer-insights-survey.pdf


According to Customer Experience Futurist, Blake Morgan, writing recently in Forbes, there are a number of 
statistics that are important to consider when trying to create the perfect customer experience in the digital 
age. In general, the perfect experience plan should incorporate these key findings: 

• 75% of customers are more likely to purchase from a company that knows their name, purchase   
history and recommends relevant products

• Over 50% expect a response from customer service within an hour, even on weekends
• 33% who had recently ended their relationship with a company did so because they felt their customer 

experience wasn’t personalised enough
• 66% have used three or more communication channels to contact a brand’s customer service
• 73% use more than one channel during their shopping journey

The findings of the latest McKinsey Global AI Survey indicate an increase of nearly 25% year-on-year in the 
use of AI in standard business processes, with a significant number of companies now using AI in some form 
across multiple areas of their business. It’s working for them, and not just in terms of more engaged or satisfied 
customers. The data clearly shows a strong correlation between the adoption of AI and an increase in marketing 
and sales revenue.
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The possibilities to connect with and serve customers 
in a way that is carefully tailored to their needs are 
endless, but none of this is achievable without the 
right software, processes and presence. Data-driven 
digital systems can build on sales, enhance customer 
experience, and predict what the next stage in the 
customer relationship might be. 

When a customer makes a purchase, the business 
needs to follow up with additional, but highly targeted, 
suggestions, offers and complimentary services. This 
is not something that can be achieved manually, 
of course. Artificial Intelligence is needed to build 
these pathways and open up these opportunities. Its 
adoption is becoming vital to those brands that want 
to maximise customer experience and increase sales 
revenue. 
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Are companies ready for the digital transformation?
In spite of recent advances in smart technology, research by Dell Technologies found that 93% of survey 
respondents reported they feel there are barriers that will prevent them becoming a successful digital business 
in 2030 and beyond. Over 50% state that technology restraints will stand in their way, and over 60% said they 
lack a digital vision and strategy to take them forward.

It will come as welcome news to many of these companies that some AI advancements are not as far beyond 
their current capabilities as they might imagine. There are companies working hard to develop solutions that any 
B2B or B2C enterprise can adopt with minimum disruption to their business processes. These companies aim to 
help accelerate the development of advanced solutions for their customers, reduce the risks of implementation, 
and enhance user adoption, with the ultimate aim of quickly fuelling customer retention for their clients.
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Top barriers to becoming a successful digital business in 2030
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It may seem counter-intuitive that an increase in AI usage ultimately leads to a more personal experience for 
real-world customers, but there are obvious reasons behind the correlation. Part of the new challenge for 
companies in the digital era is to be consistent, recognising their customers, across the various channels where 
they may have contact with them. Companies need a way to consolidate data, build personalised, smart and 
responsive customer profiles, and treat each customer as an individual. So how exactly are they supposed to 
do this, and what are the barriers standing in their way?

The solutions are out there
An example is the Salesforce Customer 360 programme, catering to businesses who may feel the digital 
capabilities they need are beyond them. Being consistent and effective in your customer relationships is 
challenging when customer data is spread across multiple disparate databases. Consolidating that data can 
seem like an overwhelming task. Customer 360, however, integrates customer data from different sources 
in order to create a unified customer ID and build an in-depth view of the customer. It allows companies to 
connect any app, data source or device, across any cloud service or server, building customer profiles based 
on information gathered across various platforms. Ultimately this provides customers with a more consistent, 
personalised and unique experience. 



4th Floor, 18 St. Cross Street,
Holborn, London, EC1N 8UN

M.  +44 7590 048 664
E.   mandev.virdee@adapt-iq.com

ad
ap

t-
iq

.c
om

0

66

63

61

59

47

51

57

55

74

83

80

87

83

75

68

64

61

87

10

All respondents
AI adopters

20 30 40 50 60 70 80 90 100

Sales and marketing lead scoring

Sales opportunity scoring

Customer service case classiciation / routing

Sales forcasting

Chatbots for customer service or product selection

Cross-selling and upselling

Fraud detection

Credit risk scoring

Email marketing

Specific AI use cases

Source: IDC

Sales, marketing, customer service, and AI
While there are many uses for AI, across a range of business processes, research from IDC suggests that the 
most common areas of AI usage in modern businesses are mostly related to sales, marketing and customer 
service.

However, the Customer 360 solution allows for much more than data unification and streamlining. It incorporates 
a consent management framework, advanced audience segmentation, and personalised customer engagement 
options. Furthermore, it provides insights that actually help companies analyse and understand how and when 
to engage with customers — not just to make the next sale, but also to meet less concrete goals, such as 
improving brand awareness and customer loyalty. As Salesforce CEO Marc Benioff has said:

“In the years to come, machine learning and artificial intelligence will probably make or 
break your business. Success will involve using these tools to understand your customers 
like never before so that you can deliver more intelligent, personalized experiences.”

Centralised data can be particularly important in a 
world where sales, marketing and customer service 
are closely integrated with social channels. Customers 
expect companies to show up consistently across all 
their channels, with a strong and predictable brand 
identity and message. If a company presents itself in 
a certain way on one platform, that needs to carry 
over to other platforms. If they say they will respond 
to queries within an hour, they need to do so across 
all channels. 

If a company seems to have personal knowledge 
of a customer’s likes and preferences on one social 
site, that knowledge needs to carry over to other 
social sites. Branding has long been referred to as 
the process of building a company’s personality. With 
the ability to interact and engage with customers 
across multiple channels, comes more responsibility 
to present a stable and consistent ‘personality’.



Facebook Messenger chatbots are a great example of this. They may be fully automated, but they pop up to 
chat to customers in a space where they are used to chatting with friends and family. Recent increases in their 
capabilities mean that whole transactions can be conducted right there and then. KLM Royal Dutch Airways, for 
example, now has a Facebook messenger chatbot with a wide enough range of automated responses that users 
can easily book a flight entirely through a conversation with the AI. The chatbot has a warm conversational 
manner, and many customers find themselves only resorting to a conversation with a company agent if 
absolutely necessary.
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The next step for CRM teams
So, what do executives need to do to move past those perceived barriers we talked about? A first step is 
realising that a lot of them are just that — perceived barriers, not real ones. With B2B companies like Salesforce 
developing advanced platforms and solutions, the barriers are reduced. Issues such as a lack of workforce 
readiness or technology constraints are suddenly surmountable. Even the concerns around laws and regulations 
are being factored into the new technology, with in-built consent management frameworks in place to integrate 
customer permissions around email marketing and other messaging systems.

There is also the ongoing concern around whether customers actually want their relationships with brands 
managed by AI, but the evidence there is starting to become overwhelmingly positive too. Customers, on the 
whole, don’t mind the chatbots and the personalised recommendations. In fact, they appreciate them. What’s 
more, they’re considerably more likely to make repeat purchases when customer engagement is well managed, 
and carefully customised, using digital solutions on an increasingly exclusive basis. 

It is becoming increasingly obvious that a fully integrated, responsive, digital CRM system is possibly the most 
useful and essential of all modern sales and support tools, which is good news, because it is easier than it has 
ever been to implement one.

But how do customers feel about AI managing their relationships?
The nuances of CRM via AI are being welcomed by customers, who have been rejecting the one-size-fits-all, 
hard-sell technique previously employed by so many sales departments for years. AI is capable of making 
customers feel listened to rather than talked at, served rather than sold to, offered a product that suits their 
current needs, rather than the product that makes the company the most money. The idea of being able to 
meet your customers where they are takes this a step further, as you’re often meeting them where they go to 
socialise and be entertained.


